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IARI LAUNCHES NEW SYSTEM FOR REPORTING 
AD READERSHIP SCORES ON "LETTER GRADE" BASIS 
-~--BOOKLET EXPLAINING SYSTEM NOW AVAILABLE 


Of major significance to all users of trade space is the Institute's new 
system for making ad readership scores easier to understand and con- 
sequently more useful. This method of equating scores of the various 
advertising readership studies on acommon-denominator "Letter Grade" 
basis was presented by John DeWolf, Vice President of Research, G. M. 
Basford Co., at the recent IARI Research Forums, 


The essence of this new system is that all ad scores are given an index 
number which to a large extent takes care of differences in "issue av- 
erage."" These index numbers for a full year of ads are then arranged 
in descending order for all ads and for different classifications of ads, 
i.e., space size, product group, etc. Ads whose index numbers are in 
the top sixth would receive a letter grade of "A" with a special category 
of "A+" for ads scoring in the top five percent. Other ads would be giv- 
en letter grades of "B" down to "E."" The letter grade of an adindicates 
its position among all ads studied in the previous year instead of just in 
the one issue. 


Complete details describing the Letter Grade system and how it works 
are contained in Special IARI Manual No. 1, "The IARI Letter Grade Ad 
Scoring System,"'which is available free of charge on request from IARI 
Headquarters. 


Announcement will soon be made of publications which will be reporting 
scores using the Letter Grade system. 





NEW BY-LAWS ADOPTED AT ANNUAL MEETING 
---SIX NEW TRUSTEES ON IARI BOARD 


At the first annual Subscribers Meeting in New York on October 17 the 
new By-Laws for the Institute, as anindependent andincorporated organ- 
ization, were adopted. 


Elected to two-year terms as new Trustees on the 13-man Board were 
Robert A, LeFevre, Ohio Brass Co, and Merald Lue, Reinhold Publish- 
ing Corp. Elected to serve a one-year term was Harris D. McKinney, 
Harris D. McKinney, Inc. 


In addition to the above, John W. DeWolf, G. M. Basford Co. and Charles 
Wardell, Hyatt Bearings Division, General Motors Corp. have been ap- 
pointed by AIA to serve on the IARI Board. Also under the new By-Laws 
Michael P, Ryan of Allied Chemical Corp. as Chairmanof the IARI Tech- 
nical Advisory Committee will serve as a Trustee. 


Retiring from the IARI Board are Robert W. Boggs, Union Carbide Plas- 
tics Co, ; Arthur H. Dix, Conover-Mast Publications; and Kent S, Putnam, 
Associated Spring Corp. 


The Trustees will elect their officers in December. 


ADVANCE PLANS FOR 1962 RESEARCH FORUMS 


As a result of the highly enthusiastic response to the IARI Forums held 
in October-~-an overflow attendance both in New York and Chicago--plans 
are already underway to develop a program of the high-interest value 
presented this year under the chairmanship of George Robertson, Gen- 
eral Electric Co. 


The dates in October 1962 and the hotels chosen for both the New York 
and Chicago Forums will be announced as soon as suitable accommoda- 
tions are contracted. 


Attendance will again be limited forthe purpose of keeping the afternoon 
concurrent sessions to small discussion groups. Next year each group 
will be seated with the Forum speakers in round-table conference style. 
Each group will also have a moderator to facilitate discussion among 
all attending. 
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ARE YOU HAVING THE PERENNIAL PROBLEM 
* 2 OF GETTING YOUR AD BUDGET APPROVED? 


Many advertising managers have learned the hard way that their budgets 
have been cut because their presentations contained too much detail on 
what is to be done and not enough on why it should be done. While the 
requests for funds are often clear enough the reasoning behind them and 
the projected benefits are frequently absent or obscure. 


If you are experiencing problems along these lines--and if you want to 
present your budget in a logical and concise manner-~-thenit would prob- 
ably pay to review carefully, "Step VII - Top Management Presentation" 
in IARI Report #3, How to Establish the Budget for Advertising Indus- 
trial Products. 








ACROSS THE EDITOR'S DESK 


What is described as "a course of action for building advertising effec- 
tiveness and measuring advertising results" is presented in a book re- 
cently published by the Association of National Advertisers. The 114- 
page treatise, Defining Advertising Goals for Measured Advertising Re- 
sults, demonstrates how advertising results can be measured-~provided 
specific and measurable goals are first defined. This book may be ob- 
tained from ANA, 155 East 44th St., New York 17, N. Y., at $7.50 per 
copy. 





7 Looe HERE'S ONE HOME OFFICE THAT LEARNS 
SOMETHING FROM EACH LOST SALE 


The Manager of Commercial Research of a well-known, medium-size 
company is responsible for controlling the quality of inquiries referred 
to the field sales force. He operates independently of the firm's adver- 
tising department and all sales leads referred to the field emanate from 
his office. His Control File helps him keep tabs on inquiries and their 
disposition by branch offices, by divisions and by products. And his file 
shows why sales were lost. 


For a full discussion of this inquiry~ handling system, see Case History 
No. 7 on Page 119 of IARI Report #1, A Study of Methods for Handling 
and Evaluating Industrial Advertising Inquiries. 











THREE ADVERTISERS, TWO AGENCIES 
BECOME IARI SUBSCRIBERS 


Following are the companies and their official representatives who have 
recently subscribed to IARI services: 


Alloy Metal Sales Limited, Toronto 
M. J. Ponting, Advertising Manager 


Jerrold Electronics Corporation, Philadelphia 
Selman M. Kremer, Director of Advertising & Sales Promotion 


Keller-Crescent Company, Evansville, Ind. 
Lee Edmiston, Manager 


The Parker Advertising Company, Dayton, Ohio 
Mrs. Ann F, Fitzpatrick, President 


Henry Pratt Company, Inc., Chicago 
Bruce F, Ranney, Manager- Advertising and Sales Promotion 


15 CHAMBERS STREET + PRINCETON, NEW JERSEY 








